
E-mail as a medium is used every day by 
millions of people all over the world. No 
other Internet service is more successful 
and it’s simply impossible to imagine both 
private and business communication with-
out e-mail as it has become an integral 
part of our daily life.  

And just recently I read in a smart market-
ing book: “Web sites may have been the 
first wonder of the Internet, banner adver-
tising may have astonished marketing 
mavens around the world, streaming me-
dia might someday give us the video 
phones we were promised at the New 
York World’s Fair in 1964, but e-mail mar-
keting will bring people to your site and 

keep them coming back for more.” Jim 
Sterne, the author of the book “World 
Wide Web Marketing” seems to know the 
business pretty well. And in addition, he 
presents the right arguments to convince 
us of his point of views. He also used the 
compiled list by IDG on the “10 Benefits 
of Emailing” which is comprehensive and 
so well structured that I thought it would 
be of interest to you as well. It points out 
the characteristic traits of a highly quali-
fied e-mail list as the following: 

1. Quick lead generation – E-mail has 
quick output and quick response for lead 
generation. 
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You should never stop 
learning especially as 
technology is in a state of 
constant progress. Conse-
quently you can call your-
self an expert only by con-
tinuously gaining experi-
ence and increasing your 
skills and know-how with 
each project. E-mail mar-
keting still seems to be in 
its infancy in Asia. But 
don’t worry! Each new 
campaign offers a new 
chance to get more in-
sights into user behavior 
and can teach you valu-
able lessons.  

Advantages of an e-mail 
marketing campaign 

E-Mail marketing definitely 
has some advantages in 

store for advertising com-
panies, particularly if you 
draw comparisons to print 
advertisements. The lead 
time of a mailing for in-
stance is only 3 - 5 days, 
depending on whether 
HTML creative are pro-
vided as well, or only text 
messages are planned to 
be sent out. A print mail-
ing, in contrast, would 
need around 3 months 
time to market.  

Another advantage is that 
no drastic material costs 
are needed, thus, on aver-
age, only  1/3 of the costs 
of a conventional cam-
paign are raked-up with e-
mail campaigns.  

If you deal with an opt-in 

client list, the messages 
you send are going only to 
people, who agreed to re-
ceive your advertisement. 
They await it and therefore 
give their best attention. 
Thus, it is not surprising 
that response rates are 3 
to 4 times higher com-
pared to off-line cam-
paigns.  

In addition, 
it’s a fact that 
e-mail is a 
very fast me-
dium, so 
much so, 80% 
of the responses can be 
expected in the first 48 
hours. Moreover, when it 
comes to comprehensive 
real-time reporting, the 
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2. Selectivity – E-mail offers the same list selectivity 
as traditional list rental. 
3. Media reinforcement – E-mail can be an adjunct to 
any media to quickly reinforce a message, product an-
nouncement, seminar date, or trade show. 
4. Cost effectiveness – E-mail is extremely cost effec-
tive on a cost-per-contact basis for customer acquisi-
tion. 
5. Higher response – Overall responses may be 
higher, as only relevant materials will be sent, which 
assure a more receptive audience for the offer. 
6. Lower costs – There are no production, paper, or 
postage costs – only the cost of the e-mail server com-
panies. 
7. Privacy issues – Subscribers choose to receive e-
mail solicitation through a negative option given upon 
subscribing. Subscribers are also aware of the source 
of their name and are always given the choice to opt 
out. This addresses the privacy issue directly and again 
assures a responsive audience. 
8. Customer dialogue – As an interactive medium, e-
mail establishes a dialogue with new and present cus-
tomers. Repeated messages can create effective brand 
awareness or a continued response from and conversa-
tion with the customer. 
9. Trackability – E-mail is also a trackable medium, as 
you can direct responders to answer through many 
types of response vehicles. No postal non-deliveries. 
Non-deliveries are quickly identified and an effort is 
made to correct them and resend. 
 

And at the end he reminds us that there is only one cru-
cial principle to e-mail that we have to respect - avoid-
ing spam.◊  

By Daniela La Marca 
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success of an online campaign can 
be measured in several steps.  

Additionally, no other medium offers 
the possibility for tests and optimi-
zation in such a favorable and fast 
way, where detailed profiling and 
targeting avoids wastage.  
 

Objectives which can be pursued 
most significantly with an e-mail 
marketing campaign 

E-mail marketing can be used in 
various ways, whether in the B2B or 
B2C sector. A common goal of both 
sectors is to tie up existing custom-
ers and win new clients. Further-
more, regularly conducted e-mail 
campaigns, deployed for a new 
product launch or the announce-
ment of a specific event or news, 
can strengthen customer relation-
ship. If the customer participates in 
the development of the company, it 
intensifies the relationship – it’s this 
simple. Therefore, companies in-
creasingly use e-mails as a means 
to spread their information and use 
the marketing measure to collect 
their own e-mail addresses. 

When it comes to gaining new cus-
tomers, however, campaigns are 
usually accomplished with rented 
addresses. Such marketing activi-
ties increase the branding and 
serve the sales promotion. In addi-
tion, the e-mail medium can be 
used with the integration of small 
surveys for market and product re-
search purposes as well. Even the 
service of a helpdesk for Web page 
visitors can be to a large extent 
automated by the adoption of e-
mails.  

The reach of e-mail marketing cam-
paigns and its response rates  

There is no “typical target group”, as 
this varies depending on the mes-
sage that is mediated and the way a 
campaign is arranged. While in the 

B2B area response rates are not 
really predictable, relatively good 
results are usually recorded in the 
consumer industry. If the e-mail has 
a responding subject, an average of 
45-70% of the receivers open them 
(opening rate). With appropriate 
contents and attractive product or 
service offers, 5%– 15% click on 
one or various links in order to find 
further information or to do a pur-
chase (click through rate). Approxi-
mately 2%-5% finally become buyers 
or prospects (conversion rate). What 
conversion exactly means for the 
advertiser depends on the cam-
paign objectives. This can consist of 
increasing the traffic on a Web 
page, of encouraging the customer 
to an information request, or for 
selling something directly. Then, an 
exact success measurement takes 
place using the Cost-per-Click or 
Cost-per- Sale evaluations which  
determine the Return on Investment 
(ROI) as well, and consequently the 
decisive index for the success 
measurement of a campaign.  

The significance of e-mail marketing 
should depend on the product or 
information offers and the appropri-
ate target group. And please don’t 
throw all past experiences with your 
existing and already integrated mar-
keting-mix over board only because 
of the new medium. Rather, the 
“traditional media” should instead 
be expanded step-by-step with addi-
tional consignments of e-mail mar-
keting activities in order to learn to 
use this new medium professionally, 
as well as to find the best way  to 
allocate the deployment of the new 
communication channel. E-mail 
marketing is a very promising and 
powerful tool, however off-line ad-
vertisements have their right of exis-
tence, too. And sometimes, it’s spe-
cifically the combination of different 
media that brings in the largest suc-
cess story and track record.  

The costs of a 
campaign and 
necessary prepa-
rations 

Simple text mail-
ings can be sent 
out within fewer 
hours. However, if you want to in-
clude in addition an adequate look-
and-feel of a company’s HTML-
creative, some extra time of 3 to 5 
days has to be allowed.  

The price for renting business ad-
dresses are between 50 cents and 
several dollars, depending on the 
priority of the target group. Con-
sumer addresses are on average 
between 35 and 70 cents, depend-
ing on quantity and the characteris-
tics of the selection criteria. 

Address owners often compute ad-
ditional selection fees of up to 200 
dollars, or credit per 1,000 ad-
dresses. If the dispatch isn’t con-
ducted by the address owner, addi-
tional costs for a database lump 
sum of around 50 to 200 dollars 
have to be assumed. The produc-
tion of a HTML-creative costs be-
tween 250 to 400 dollars and finally 
for the dispatch, there has to be 
calculated on the average, 25 dol-
lars for 1,000 e-mails.  

What can go wrong? 

The first important rule in e-mail 
marketing is that off-line activities 
cannot be transferred one to one to 
on-line marketing. Texts must be 
substantially shorter due to the 
poorer overview on the screen and 
the slower reading rate of the re-
ceivers, than in print.  

In addition, there are more para-
graphs and a clearer arrangement is 
necessary, in order to facilitate  eas-
ier reading. For instance, only the 
first 10 lines are read in minute de-
tail before the eye begins to scan 
the rest of the content. Therefore, 

B E S T  P R A C T I C E S  &  S T R A T E G I E S  

continues on Page 4 

From Page 1— Gain insights into e-mail marketing campaigns 



Page 4 B E S T  P R A C T I C E S  &  S T R A T E G I E S  

the first sentences should really 
grab the reader’s attention, while in 
off-line advertisements usually the 
“bombshell” bursts only at the end. 
The arrangement of the text and 
particularly the subject line – which 
gives a first impression and decides 
on an opening or deletion - should 
be performed therefore with care.  

Beyond that, pay attention to choos-
ing a good address provider, that is, 
one who has collected the ad-
dresses correctly, with the consent 
of the receivers.  

Even the right choice of a profes-
sional fulfillment service provider is 
important, as the dispatch of “data 
garbage” or destroyed HTML-
mailings can fast displease the re-
ceivers and get in the way of a suc-
cessful campaign. You should have 
an eye on meaningful reporting as 
well as control and optimization 
possibilities of your provider, as it is 
important for the execution of likely 

subsequent campaigns.  

Currently, Asian companies still re-
gard e-mail marketing suspiciously 
and with caution. Be it due to pain-
ful experiences of the hype of other 
media, or any other reasons - they 
are giving themselves over to this 
medium very carefully. Often they 
start with sending out smaller 
batches in the beginning, in order to 
get used to the new medium and its 
potential but on a positive note, 
once this is done, they fast acquire 
a taste for it. The good news is that 
Asia already leads in the number of 
people using the Internet. Consider-
ing that to-date almost 400 million 
Internet users are Asians, with the 
rapidly rising growth rate of around 
250%, the future of e-mail market-
ing looks rosy in the region.  Indeed, 
35.8 % of the world’s Internet users 
are Asian, of course still mainly 
driven by the high technology-driven 
countries, like Hong Kong, Japan, 
South Korea, Taiwan and Singa-

pore.  

All in all, the percentage of popula-
tion using the Internet in Asia is still 
low at 10.8 %, due to the technically 
underdeveloped countries in the 
continent. 

However, the future looks really 
bright for the e-mail medium and 
will even be brighter, if permission 
marketing and spam regulations are 
more established. With this, the ac-
ceptance of e-mail advertisements 
will grow, thereby enhancing the 
attractiveness of this marketing 
channel. Greater response rates to 
e-mail marketing campaigns will 
convince more companies to inte-
grate the method into their market-
ing-mix, as current developments 
clearly show.. And I am convinced 
that e-mail marketing together with 
other new communication media 
like mobile marketing will win more 
and more recognition.◊ 

By Daniela La Marca 
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Once upon a time, large direct mar-
keters and their customers enjoyed 
mutually rewarding relationships. 
However, this sadly changed when 
the aggressive and sometimes 
shady tactics of a few e-mail mar-
keters emerged, seeing advertising 
spur spamming. The unpleasant 
phenomena gave the entire industry 
a black eye, by bothering or harming 
consumers. Abuses ranged from 
simple excesses that irritated con-
sumers to instances of unfair prac-
tices or even fraud and deception. 
Besides this, the direct-marketing 
industry faced concerns about inva-
sion of privacy issues, which still 
seems to be one of the toughest 
public policy issues. For this reason, 
permission marketing has been in-
troduced and the opt-in and opt-out 
mode has been garnering far-
reaching attention.  
 

The so-called opt-out-procedure is 
implemented in the legislations of 
the United States, Canada, Japan, 
South Korea, China, and soon in 
Singapore. The kick-off was given by 
the US Can-Spam Act of 2003, 
where email receivers have to take 
the initiative if they want to prevent 
further nuisance via electronic post.  
 

This regulation was rejected by the 
European Parliament, after a long 
struggle in favour of the more user-
friendly opt-in regulation. It means 
that the sending of advertisements 
via email is legally only possible with 
the previous approval of the re-
ceiver.  

Besides the European Union, the 
opt-in mode is adopted in Australia 
and surprisingly in China, too (see 
Legislation, Pg. 23). 
 

The fact remains that today, the 
right of privacy is widely recognized 
and protected in constitutions and 
laws worldwide. Remedies for in-
fringement of this right are also im-
plemented through civil or criminal 
law and therefore any potential 
threats to privacy should be consid-
ered in advance. The opt-in mode 
might better serve this goal in the 
information age, but there is no de-
nying that it does hurt the direct 
marketing industry even more than 
the opt-out method. 
 

The most important case for al-
lowed online marketing, or so called 
permission marketing, is the regular 
customer information from free mail 
suppliers or online mail-order firms. 
As long as such emails go to a cus-
tomer of the enterprise, they are 
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legally allowed as it’s seen as a 
broadcast to persons who have re-
quested for such information. It’s of 
course only valid as long as the af-
fected person has not revoked the 
approval, which has to be possible 
at any time. The opt-in mode takes 
care of the free will in receiving 
messages and takes the privacy of 
the recipients and the consumers 
into account. 
 

Compared with the opt-in mode, the 
opt-out mode considers the diffi-
culty of the industry in acquiring the 
users’ written consent. If the use of 
such information were prohibited, 
the industries of financing service, 
direct marketing, and customer 
credit would be directly impacted. 
The advantage of the opt-out mode 
over written consent is that it can 
balance the personal privacy and 
right of individual consumers, offer-
ing the opportunity for consumers to 
express their will on whether or not 
to receive specific categories of e-
mails. 
 

In connection with opt-out-
procedures stand the so-called 
"Robinson lists". These are lists in 
which users can put down their 
email addresses and announce ex-
plicitly that they don’t want to re-
ceive email advertisements without 
prior approval from their side. How-
ever, professional spammers never 
respect such lists and serious legiti-
mate senders in general wait for the 
explicit approval of the receivers. 

continues on Page 6 
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Seth Godin offers in his best-seller 
“Permission marketing” advice on 
e-mail advertisements. The argua-
bly most famous online promoter 
believes that companies can no 
longer rely exclusively on the tradi-
tional forms of what he calls 
“interruption marketing” in maga-
zines, and commercials on radio 
and television, as consumers are 
overwhelmed by the constant bom-
bardment of marketing messages 

and preaches instead the asking for permission in ad-
vance. He recommends angling for Internet users’ at-
tention first in order to ask them for permission for 
feeding them with information shortly after. His philoso-
phy is that if a customer dedicates his time at least 
once voluntarily to you, the way is paved to develop a 
long-term relationship and settle a deal.  

For those who haven’t read Seth Godin’s popular book 
“Permission Marketing” yet, let me give you a short 
summary of its content. 

The Four Rules of Permission Marketing: 

1. Permission must be granted – it can’t be presumed. 
Buying addresses and sending direct mail are not 

permitted – that’s spam, and it’s likely to be ig-
nored. Consumers don’t want to be bought and sold 
and then marketed to. 

2. Permission is selfish. People grant their permission 
only when they see that there’s something in it for 
them. And you’ve got about two seconds to commu-
nicate that something. 

3. Permission can be revoked as easily as it’s granted. 
It can also deepen over time. The depth of permis-
sion depends on the quality of interaction between 
you and your customers. 

4. Permission can’t be transferred. It’s a lot like dating. 
You can’t give a friend the authority to go out on a 
date in your place. 

Don’t be amazed that permission doesn’t usually last 
for long as people have short memories. In fact, one 
research report showed that just under 5% of opt-ins 
will completely forget they signed up for your list within 
30 days. The general rule of thumb is any name you 
haven't e-mailed in six months to a year has probably 
forgotten they ever gave you permission. So if you 
email them, they may think you're a spammer.◊ 
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This brings us back to the fact that 
most of the spam emails which 
reach the inboxes of users today are 
commercial advertisement mes-
sages.  

Besides the annoyance, commercial 
advertisement spam can spread 
email viruses, worms, Trojan horses, 
and programming that provokes 
identity theft. The pests infect the 
PCs of private users and companies 
at work. The attackers then put 
thousands or hundred thousands of 
these PCs together to so-called bot-
nets to control them remotely and 
create with it a gigantic security 
problem. Dynamic updates of the 
bot-software allow using the PCs for 
spreading spam, to attack other 
computers, or to spy on the users. 

The majority of today’s spam isn’t 
distributed by hobby spammers, but 
by professionals that are related to 
criminals. It can be seen as a kind 
of underground economy that deals 
with e-mail addresses, lists of in-
fected PCs, and credit card num-
bers. But the worst effect of spam is 
that it ruins the reputation of e-mail 
as an effective marketing tool, as 
Internet users over-enthusiastically 
filter their electronic messages, and 
delete or block information they re-
quested for in the beginning. 

Undeniably, spam has a vast nega-
tive effect on the direct marketing 
industry as it hampers the consum-
ers' acceptance of legal e-
marketing, and in turn, hinders the 
growth of e-commerce. Many institu-

tions are making efforts to seek so-
lutions to the problem like for exam-
ple the Coalition Against Unsolicited 
Commercial Email (CAUCE), the Di-
rect Marketing Associations (DMA), 
the International Telecommunica-
tion Union (ITU), and the Organiza-
tion of Economic Cooperation and 
Development (OECD) to mention 
only a few, but besides the given 
guidelines, some brave countries 
have already started to implement 
laws to regulate spam. Step by step 
the e-mail medium will consolidate 
its position as the No.1 communica-
tion tool despite its struggle not to 
be abused.◊ 

By Daniela La Marca 
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on the appropriate button in the 
browser. In order to motivate your 
customers to want to see your pic-
tures, you should show with the reg-
istration some sample illustrations. 
And something else: As there are for 
sure some receivers who in general 
never want to receive images, there 
should be the offer to choose only 
text e-mails, too. 

Introduce relevance methods: Most 
consumers indicate that they 
“sometimes” open pictures in per-
mission-based e-mails. This state-
ment indicates that even if the re-
ceiver recognizes his relationship 
with the sender, it has to be pro-
actively canvassed attention for 
each individual message. Therefore, 
all communication has to demon-
strate relevance to “earn” the acti-
vation of the pictures. Here, pro-
gressive relevance methods like for 
e.g. segmentation can be helpful. 

Optimize content: In order to im-
prove the chances of success for 
your message, in case your images 
are rejected, you should provide a 
balanced proportion of pictures and 
texts.  

The suppres-
sion of pictures 
in e-mails is a 
big challenge 
for e-mail mar-
keting. That’s 
why it’s so nec-
essary for mar-
keters to exam-
ine and opti-
mize their e-
mail strategy 
appropriately. 

Here are some tips on what you 
should take into consideration to 
get optimum results:  

Explain it to your customers: They 
have to understand the common 
reasons for image rejection and its 
resulting disadvantages. Educate 
them further on how their pictures 
can be displayed. Stress the impor-
tance of informing all receivers 
within the registration process and 
in following messages about the 
fact that many common e-mail pro-
viders hide the pictures according to 
standards. Encourage them to go 
around this mechanism by including 
the return address of your company 
to their address directory or to click 
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Use the text to get the advantages 
of your offer across to the receiver 
and motivate him, and use the pic-
ture to trigger action. Do not make 
the mistake of solely relying on pic-
tures. Also, do remember to inte-
grate links that allow for the presen-
tation of your message as well as 
your website. 

Use the forward-button to friends 
and transaction-referred communi-
cation: Consumers are quite agree-
able to activate pictures in e-mails 
from friends or family members. For 
this reason, you should encourage 
your receivers to forward your mes-
sages. In addition, e-mail marketers 
should consider that with transac-
tion e-mails, the pictures are much 
more often activated than in the 
case of advertisements. 

Observe the activities of the provid-
ers: Be constantly informed about 
the image suppression procedures 
of your provider. It is particularly 
important to know the subtle dis-
tinctions between the various pic-
ture suppression methods of e-mail 
providers as only in this way can you 
react adequately.◊ 

By Daniela La Marca 
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• The subject line is critical: It’s like getting them to 
open the envelope. 

• Grab their attention in your opening sentences and 
then keep them reading. 

• Deliver value or they’ll stop wanting to hear from 
you. 

• Take care with layout and design to make it read-
able and professional. 

• Personalize to whatever degree you can afford. 
• Provide a click-through as the response mechanism. 

• Carefully tailor the landing page (the page they hit 
after clicking). 

• Test and measure, test and measure, test and 
measure as a life style. 

Direct response e-mail marketing (if you are very care-
ful to avoid looking like anything that could be con-
strued as spam) is a powerful way to get people to your 
site. E-mail however, is even better at getting them 
back to your site. ◊ 

Source: Jim Sterne’s book - World Wide Web Marketing 
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Asian e-mail marketing providers will have to master 
several big challenges in the near future. 

Challenge No.1:  

The new law on labeling restricts the freedom of crea-
tivity and forces senders to follow specific regulations 
regarding address and subject lines. 

Challenge No. 2:  

With the launch of their new e-mail program Windows 
Live Mail and Outlook 2007, Microsoft hampers the 
graphic display of advertising messages. Windows Live 
Hotmail suppresses all images in the e-mails of users 
by default. And the new Outlook version uses the HTML 
reproduction mechanism of Word to present their 
graphics instead of the Internet Explorer used before.  

Indeed, the new obligation for advertising e-mails cre-
ates additional work which can entail penalties if ne-
glected or converted wrongly. The legal aspect must 
also not be forgotten, where the commercial character 
of a message must not be concealed nor masked, nei-
ther in the header or subject line. It means that the re-
ceiver has to be able to recognize immediately that he 
is dealing with an advertising message.  

Masking or concealing the 
sender’s identity was by the way 
already forbidden earlier (a law 
against unfair competition). But 
the new regulation refers now 
explicitly to the organization of the header and subject 
line and creates with it new grounds for regulatory of-
fences. Thus, not only warnings of competitors and fed-
erations are threatening e-mail marketing campaigns, 
but also misdemeanor and civil penalties.  

It is not surprising that e-mail-marketers disapprove 
this law. Their main point of criticism is the absence of 
a clear definition of the terms “masking and conceal-
ing”. It is for example unclear whether the subject line: 
“Is your health insurance too expensive?” still masks 
the commercial character. The decisions are therefore 
completely transferred to the courts. 

E-mail marketing experts however, urgently warn 
against labeling advertising e-mails according to the 
law with an abbreviation such as ADV for advertise-
ment. The reason: Users will adjust their spam filters to 
it and all advertising e-mails will most probably disap-
pear into the digital Nirvana.  

N E W  C H A L L E N G E S  F O R  E - M A I L  M A R K E T I N G  
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Well, although for the time being, there 
will be no endeavors to prevail upon this 
law due to the still unclear legal situation, 
the development of the issue looks in 

general quite disappointing for e-mail-marketers since 
they have to accept restrictions regarding their creative 
freedom. After all, it’s a fact that in e-mail marketing, 
the subject line especially serves to awaken the curios-
ity of its recipients about the actual contents of the 
email and simultaneously acts as a creator of tension – 
and this creativity can set boundaries to e-mail market-
ers in the future.  

This is even more apparent with the image suppression 
of Microsoft’s programs Outlook and Microsoft Live 
Mail. Already now, the market dominating e-mail client 
Outlook rejects included images in incoming emails. 
Users who nevertheless want to see the diagrams and 
pictures, have to activate them via mouse-click or per-
mit the display in principle.  

And now this procedure also comes into operation with 
the free-mail program which Microsoft is currently 
pushing with huge marketing power to the market.  

However, in Windows Live Hotmail, users will look in 
vain for a small box, with allows giving general permis-
sion to display pictures in emails. It’s only possible if 
the sender is added to the receiver’s directory. 

Opening rate loses its significance 

For AOL, Google and Microsoft etc. the spam fight is 
the main argument for the image suppression.  

Reason: Spam senders use diagrams in order to go 
around spam filters and to validate their addresses. 
After all, the opening of an e-mail is measured by 
counting pixels, which are in images, but in addition 
viruses and spyware are often hidden by being sent in 
the form of image files.  

The opinion is divided regarding the side effects of this 
anti-spam instrument. Some foresee quality losses dur-
ing the success measurement, as the parameter open-
ing rate loses its force of expression and others believe 
that the opening rate only gets more realistic. But there 
is mutual consent with the assumption that only a 
small number of users will appropriately change their 
settings. To raise the opening rate, pictures would gen-
erally have to be accepted, by adding e.g. the sender to 
the directory.  

An alternative consists of making reductions regarding 
the layout –e.g. instead of graphic elements, colored 
headings, different font sizes, or colored background 
could be used.  

Even the return to the old text mails would not be an 
embarrassing solution since it has been proven again 
and again that text emails do not necessarily perform 
worse if the contents are correct. The basic rule is in 
any case the option to show content per mouse-clicks 
in the browser. Some experts give further advice to of-
fer text formats parallel to all contents presented in 
picture format ◊ 

By Daniela La Marca 
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From Page 8 — New challenges for e-mail marketing 

L E T ’ S  F A C E  T H E  T R U T H :   

Y O U  A R E  A L W A Y S  I N  D A N G E R  O F  B E I N G  L A B E L E D  A  S P A M M E R   

The success of the email medium is 
unquestionable, but unfortunately 
nobody uses it more intensely than 
the spammers. Investigations prove 
that 60% to 90% of all emails are 
spam, which costs private users 
time and nerves, small and medium 
enterprises ten thousands, and the 
big Internet providers a few million 
dollars per year - taking into consid-
eration that a spam transmission 
can be directed to up to one million 
receivers. Indeed, year after year 
the damage for the worldwide econ-
omy is skyrocketing and threatens 
the availability of the medium.  

So, if you ar-
range for an e-
mail marketing 
c a m p a i g n , 
make sure that 
you are not vio-

lating the spam laws of your country 
or your Internet Service provider's 
conventional use policy. You think 
this is manageable? You are more 
than willing to make your contribu-
tion? 

That’s great! But let’s face the truth: 
even if you and your company follow 
the specified legislation, there is no 

guarantee not to be blemished as a 
spammer. Even if you are in full 
compliance with all anti-spam laws 
of the world, you can still get into 
trouble and be accused of 
spamming. The reasons are quite 
obvious: 

Internet Service Providers (ISPs), 
such as for instance SingTel, Star-
hub, or Pacific Internet in Singapore 
or global players like Yahoo, AOL, 
Verizon or Earthlink etc., provide the 
medium to go online and have 
therefore the power to stop anyone 

continues on Page 10 
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from using their systems if they be-
lieve them to be a spammer. As 
ISPs are the party that suffers most 
from spam from an operative and 
financial aspect, national govern-
ments started to give them even 
more power with their anti-spam 
legislations. It has become generally 
accepted that the law allows local 
Internet service providers to initiate 
civil lawsuits to get a chance to 
seek compensation from identified 
spammers for caused damages. As 
the use of automated spamming 
software is usually outlawed as well, 
individuals or companies found us-
ing such tools could be sued by 
Internet service providers without 
problems, too.  

The fact that legislation only affects 
local servers and a high percentage 
of spam originates in general from 
overseas vitiates on the other hand 
the power position of the providers. 
The downside of the legislation is 
that it has no bearing on perpetra-
tors from other countries, which ac-
count for the bigger bulk of spam. 
So it has to be expected that the 
losses for ISPs will stay up, but they 
might feel at least a slight improve-
ment of their situation. Considering, 
that e.g. the European Union esti-
mated the global bandwidth costs of 
spam at 8-10 billion dollars annu-
ally and capacity overload can even 
threaten an ESP network to shut 
down, concerns are comprehensi-
ble. Interruptions of services are 
unfortunate not only for the provid-
ers but also for the users and cause 
loss of trust and other shortfalls.  

Maybe it should simply be made 
more difficult to open an email ac-

count? Profes-
sional spam-
mers open in 
general their 
accounts under 
false names, 

use them once, and move to the 
next within a few hours.  

By the time the ISPs try to stop 
them, they are long gone.  

Instead, you, as a legitimate busi-
ness, always risk to be caught as 
you will send out your e-mail by us-
ing your own company name. So, if 
an ISP decides to stop you from 
emailing their members, it's a lot 
harder for you to get around it. You 
can't just switch company names!  

Aside from ISPs, other people who 
can block your email are corporate 
mail managers, not to mention each 
individual recipient. Indeed, e-mail 
users can easily scan and block 
these days their incoming e-mails 
with just a few keystrokes by using 
the "mail block" or "block sender" 
feature in their email program. But 
let’s stick to the business sector. 
Most companies have someone in 
charge of their email system, who 
has to act by blocking all e-mail 
from a potential spammer if they 
heard about any infamous ac-
tions. If they get the feeling you 
send spam, they block it and end of 
story. It is all a question of percep-
tion, and is thus subjective, as the 
methods of ISPs and corporate 
postmasters demonstrate. Gener-
ally, their decisions on when an e-
mail is considered as spam depend 

From Page 9 — Let’s face the truth: You are always in danger ... 

on the number of complaints and 
who complains.  

If for instance their CEO complains 
about being spammed, you can bet 
that the e-mail is blocked. And the 
situation is often even worse if busy 
managers are gung-ho and don't 
take their time to examine carefully 
each case of suspected spam be-
fore they take action.   

I don’t want to meet trouble half-
way, but as ISPs and many major 
corporate and governmental mail 
managers are well-connected, you 
can bet that if you are blocked by 
one, you find yourself quickly 
blocked by the others, too. Not to 
mention e-mail discussion groups 
and bulletin boards, that often pass 
the word when they spot a sus-
pected spammer. It is extremely 
easy to land on the famous blocking 
list, called the "Black Hole", where 
from time to time, even big com-
pany names appear next to all the 
other “obvious” junk e-mailers. 

If an e-mail administrator believes 
that you are sending spam, you 
could easily find yourself being 
blacklisted in the Spam Prevention 
Early Warning System (SPEWS), too. 
This anonymous service administers 
a list of IP addresses that belong to 
Internet service providers (ISPs) that 
are hosting spammers and which 
show only little engagement to pre-
vent abuses of other network's re-
sources. It can be used by Internet 
sites as a source of information 
about the senders of unsolicited 
bulk email. Well, although life does-
n’t seem to be always fair, try to 
move on.◊ 

By Daniela La Marca 

Click here to return to the contents page 



All companies collecting e-mail 
addresses should have a pri-
vacy policy to showcase their 
good business style. Having a 
respectable policy can even 
help you to increase your sales 
figures. Indeed, many compa-
nies report that including a link 
to their privacy policy when ask-
ing for an opt-in raised their 
response rates enormously.  

So, at least one person in your 
organization should be in 
charge of creating, maintaining 
and managing your piracy pol-
icy. It could be someone from 
your legal, marketing, or IT de-
partments – the most impor-
tant to is to make sure that the 
selected person is good at 
cross-departmental communi-
cation. The privacy manager 
has to deal with every depart-
ment that is collecting, dealing 
with, or using customer data in 
any way - including sales, ac-
counting, marketing, customer 
service and so on. Therefore, 
take your time to carefully 
choose the person who has to 
fill these shoes. 

When it comes to your organi-
zation’s privacy policy, it should 
simply state exactly how your 
company plans to use data col-
lected from your Web site. You 
should update your policy as 
often as something changes in 
the way your company handles 
data.  

Each organization should de-
velop an email policy which 
meets their security needs, the 
contact with the email medium 
and the available technical 
knowledge as well. 

This policy should then be inte-
grated into your company’s 
general security policy, besides 

instructions for the employees on 
how they have to handle their email 
address and received spam.  

The policy should also contain gen-
eral decisions on how to deal with 
anti-spam solutions (own develop-
ment, purchase of a software solu-
tion, or external service provider). It’s 
the basis for company arrangements, 
terms and conditions and service-
level-agreements. 

In addition, the policy has to deter-
mine at which place the filtering 
should occur - server-based filtering 
or filtering in the email program of the 
end user.  
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T H E  I M P O R T A N C E  O F  A  P R I V A C Y  P O L I C Y  

A privacy policy should include pre-
ventive measures in case of an emer-
gency, for example, if a new wave of 
spam or viruses occurs which totally 
overloads the email servers. Available 
technical solutions should assure 
that email marketing remains use-
able. 

The biggest thing to watch out for -- 
be careful not to make your privacy 
policy too sweeping. Be very careful 
for instance, when saying something 
like "We'll never give your data to a 
third party", because if you ever use 
an outside email fulfillment provider 
to send messages, trouble is brew-
ing.◊ Click here to return to the contents page 

http://www.mediabuzz.com.sg/mediakit/mediakit-AeM.htm


Page 12 R E A E A R C H ,  A N A L Y S I S  &  T R E N D S  

continues on Page 13 

T H E  T O P  1 0  E - M A I L  M A R K E T I N G  T R E N D S  O F  2 0 0 7  

Dave Chaffey, a best-selling Internet marketing book 
author has identified the top 10 email marketing 
trends of this year which follow closely to UK firm E-
Consultancy’s roundtable findings of 2006.  
 

They are: 
 

Measurement moving to a customer-based approach 
Rather than simply looking at overall campaign per-
formance and responses, savvy companies are now 
looking at individual customer responses, e.g. how of-
ten do customers click or open across the whole quar-
ter or year, and, which types of offers do they respond 
to?  
Companies can then use ‘right-channeling’ to ensure 
the right medium is used for the right customer at the 
right time, e.g. direct mail or phone if they are not e-
mail responsive or reduce costs by less direct market-
ing and e-mail to customers who are e-mail responsive. 
Chaffey has been predicting this particular trend for the 
past few years, however, he also notes that many e-
mail vendors lag behind in their capability for this cus-
tomer-focused approach – often SQL queries have to 
be hand-crafted to access this information. 
 

More focus on touch frequency or contact strategy 
Oftentimes, for a retailer, increasing frequency will get 
a better response from the list overall and helps to 
keep the company at the front of the customer’s mind. 
Testimony to this is the at least weekly emails from 
Dell, for example. 
Coupled with the previous point, savvy companies are 
working out where e-mail is not having an impact and 
throttling back on the frequency. One company which 
Chaffey believes does this well is Amazon, noting that 
they are also good at offering communication prefer-
ences which enable customers to choose the type of 
communications and so reduce email quantity.  
Another approach with contact strategy is to set pre-
determined limits of frequency and intervals between 
messages for customers with different value and re-
sponse patterns. 
 

More distinction of e-mail types 
Chaffey feels that many companies focus too much on 
e-newsletters which on the one hand are great in that 
they can give a blend of offers which are more likely to 
appeal to a range of audiences.  
However, on the down-side, there is a dilution effect 
where a company’s core messages may not get 
through. This is where solus e-mails have a role since 
they can be more targeted and precise. 
A solus email refers to a third-party advertisement that 
is sent to an opt-in subscription email list that is com-
prised of demographics of target consumers that the 
third-party wants to advertise to. The email advertise-
ment will typically not reveal any information about the 
Web site or company who owns the email list, but will 
appear to come directly from the third-party. Solus 
email marketing is also known as direct email market-
ing. 
 

Greater clarity on e-mail hierarchy 
Linked to touch strategy, if communications frequency 
is limited, it is important to prioritize the communica-
tions. E-Consultancy refers to this an email hierarchy, 
where the most important type of messages, e.g. tai-
lored reactivation messages is given precedence over 
messages. 
 

Newsletters focusing less on sales pitches 
Chaffey has often talked about getting the Sell / In-
form / Entertain balance right for an e-newsletter. He 
stresses that you have it wrong if you have too much 
sales content. Instead, it is important to provide con-
tent which makes a difference to the recipient, e.g. 
helping a B2B audience work smarter or develop them-
selves, or helping a B2C audience enjoy themselves 
more or solve a problem. He emphasizes that great 
content is always worth investing in since it is good for 
the brand and SEO too.  
 

Increased use of email accreditation / authentication 
services 
E-Consultancy’s Roundtable on E-Marketing report 
mentions the Sender Score Certified scheme, formerly 

http://www.aisconline.com


known as Bonded Sender and the Goodmail Certified 
Email Service, a paid-for service offering proof of deliv-
ery which they say is gaining ground mainly in the fi-
nancial services, particularly for transactional email 
related to statements.    
   
Goodmail is encrypted delivery which works by means 
of a token on an email which is redeemed when the 
email is put in the inbox. There still isn’t much informa-
tion on this out yet because the technology is still in its 
infancy stage. 
Chaffey adds that getting the basics right is always im-
portant. This includes: 
• Keeping the list clean by removing hard bounces af-

ter 3 deliveries (ISPs don’t like e-mail broadcasters 
who have a high bounce rate) 

• Using the SPF and Domain Keys authentication ap-
proach 

• Ensuring e-mail broadcast rates aren’t too high 
• Responding to complaints and unsubscribe requests 
• Educating users about whitelists (i.e. a list of email 

addresses that are cleared to send mail to your email 
account without getting scanned). 

 

The use of RSS feeds as a complementary channel 
Awareness and usage of RSS feeds is still low outside 
of the tech-savvy and journalist audiences, so this isn’t 
going to replace e-mail in the next two years as some 
have said, says Chaffey.  
However, he does acknowledge that with the increased 
adoption of IE7 and Firefox browsers making it easier 
and more obvious to take feeds, this will slowly change. 
  

Integration with direct mail 
Some companies such as low-cost airlines have moved 
to e-mail only direct campaigns, but for most, the physi-
cal impact of direct mail (DM) in conjunction with e-
mail will make a campaign more effective. Either using 
e-mail as a teaser before receipt of a direct mail or us-
ing an e-mail reminder or response mechanism after a 
DM has been received are important. 
 

Multi-message Email and SMS campaigns 
Multi-message emails and SMS campaigns are a real 
quick win which requires a change of mindset, remarks 
Chaffey. With direct mail it is often not cost-effective to 
do follow-ups, but with the lower cost of e-mail, the cost 
is much less of an issue.  
A follow-up e-mail a few days after the first messages 
can have a great impact as a reminder if the message 
is tweaked to change the offer or to alert about an end 
of period. 
Often these messages target those who have already 
interacted with a previous e-mail by clicking on it to 
show interest or intent. 
There is also an increase in text message reminders, 
particularly for events. 
 

Event triggered e-mails 
According to Chaffey, there is a move from talking 
about automated event triggered e-mails to actual im-
plementations. ◊  
 

Source:  
Dave Chaffey  

http://www.davechaffey.com/Total-E-mail-Marketing/   
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Are you wondering why all the hype 
on spam still hasn’t killed e-mail as 
a marketing tool?  

The reason is simple - it works - as 
the following research results show: 

• In surveys conducted over the past 
few years, e-mail to a marketer’s 
own database is consistently ranked 
as the No. 1 or No. 2 most success-
ful and most profitable marketing 
tactic. This is no surprise to long-
time direct marketers who know that 
their database is their gold. 

• According to a research conducted by the Direct Mar-
keting Association in 2005, e-mail marketing outper-
formed all other direct marketing channels, generat-
ing an ROI of $57.25 for every dollar spent on it.  

• Another report of the same year from JuniperRe-
search stated that..."when done right, $1 spent on e-
mail can generate a $9 return." And later the com-
pany even predicted that spending on email market-
ing will rise from $885 million in 2005 to $1.1 billion 
in 2010.  

• A study from 2006, conducted by MarketingSherpa, 
found out that 47% of marketers surveyed regard e-
mail marketing with self-collected data as their top 

performing online marketing tactic, immediately fol-
lowing search marketing and I could add on many 
more. 

• E-mail marketing is data driven and supports seg-
mentation. 

• It generates immediate action: sales, downloads, in-
quiries, registrations, etc. 

• It allows targeting and generates with advanced 
methods on-the-fly emails which can be customized 
down to an individual recipient basis. 

• It builds awareness, contributes to branding, 
strengthens relationships, and encourages trust and 
loyalty. 

• It supports sales through other channels 

But don’t forget to respect the basics – keyword: per-
mission marketing. And once you have the basics right, 
there's a whole spectrum of more sophisticated tactics 
you can deploy for further success. Today, more than 
ever, e-mail marketers are challenged to find ways to 
successfully scale their e-mail efforts to responsive, 
willing prospects. Well, the metrics show that there's 
plenty of room for improvement and plenty of rewards 
waiting for those who do improve.◊ 

Source: E-mail Marketing Reports 
http://www.email-marketing-reports.com/ 
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An American study provides us with 
interesting insights on how to pre-
sent an e-mail in the most success-
ful way – whether in the B2B or B-
to-C area. Read among other things, 
more about using the correct sub-
ject line and the number and pres-
entation of links respectively.  

Sender:  

Surprisingly, e-mails, whose sender 
address didn’t include the name of 
the product or company, got slightly 
higher opening rates than mes-
sages which contained a branding 
in the addresser (29% compared to 
27%). If a family name was used, 
the opening rate was even higher at 
around 30.  

Subject heading:  

Subject lines, which contained the 

name of the company or the brand 
name, reached both in the B2B and 
the B2C areas, much higher open-
ing rates. The difference averages in 
the B2B field at 12%; and in the 
B2C range, at about 7%.  

Logo:  

It’s unsurprising that the logo 
should be found in the upper area 
of an e-mail, so that it can still be 
seen in the common preview win-
dows. With such a placement you 
achieve the highest click rates. 

Image/text ratio:  

Within the B2B area the following 
applies: The fewer pictures in an e-
mail, the higher the click rates. 
Thus, B2B-mails, which consisted 
only of text, had a click rate of 5.4%, 
whereas the same distribution of 

text and image could reach only 
3.5%. However, the B2C area shows 
the opposite results. Here e-mails, 
which have mainly been made up of 
images, got a click rate of 7.1%, 
while pure text messages reached 
4.7%. 

Number and layout of the links:  

Within the B2B sector, 1 to 3 links 
lead to the best click rates, whereas 
within the B2C area the most clicks 
are obtained with 6 to 10 links. Be-
sides the number, the design of the 
links has a huge influence on the 
click rates as well. While in the B2B 
area text links seem to be clearly 
the best choice, end consumers pre-
fer image links or a combination of 
text and image links.◊ 

Source: www.silverpop.com 
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There are no doubts about the ef-
fectiveness of video communication 
and therefore it is not surprising 
that it is a medium that is taking off 
on the e-marketing scene as well. In 
this fast-paced, highly visual world, 

marketers are starting to latch onto video emails be-
cause they realize that they help spread their marketing 
messages more effectively. Not only does it give a feel-
ing of communicating better because of the visual ca-
pabilities, it is better than a simple, plain email because 
it makes a more lasting impact on your recipients. It 
also builds and fosters stronger relationships with its 
recipients. This is turn helps marketers enhance the 
performance of their business, even enabling them - if 
used well -  to gain huge profits. 

Video blogging (also known as vlogging) -  which just as 
its name suggests is a blog that uses video rather 
than text or audio as its primary media source -  is 
the new buzzword in video technology for marketers.  
Its popularity is such that it could well be on the way of 
becoming the next “email”. With the proliferation of 
spam filters and verification services popping out all the 
time, the delivery of “normal” emails has become a 
challenge and a concern for many businesses. The 
good news is that although technology has helped cre-
ate many of the problems that we face in this industry, 
it has also come up with new, innovative solutions, 
video blogging being one of them.  

Usually accompanied by text or still images, and some-
times, even metadata (data that describes the content 
of a file such as keywords) to further annotate the site, 
video blogs offer a richer Web experience. Video blogs 
often take advantage of web syndication, which en-
ables the distribution of video over the Internet using 
either RSS or Aton syndication formats for the auto-
matic aggregation and playback on mobile devices and 
personal computers. 

Video blogging is currently being used in numerous 
ways, for example, to promote websites, to boost and 
enhance normal emails (with the power of visual com-
munication), to build up customer lists, to sell your 
products/services and even to show how to use a par-
ticular product/service. 

It is fast becoming popular for quite a few reasons, 
mainly: 

Flexibility and convenience 
To receive video blog content, all one has to do is to 
subscribe to a “feed” via iTunes or other comparable 
software, which are currently mostly free. These feeds 
can contain video, audio or text. Once subscribed, a 
newsletter, ezine or other message is sent straight to a 
subscriber’s computers or video iPod automatically, 
thereby bypassing email filters. 

Deliverability 
One of the most positive advantages of video blogging 
is as mentioned before, its ability to send your mes-
sages directly to your subscribers computers’ thereby 
avoiding spam filters.  This is especially great news for 
e-marketers who very often face the problem of their 
subscribers/recipients’ not receiving their normal, legiti-
mate email messages. Video podcast technology lets 
you send your message to your recipient's computer 
directly and bypass the spam filters altogether. 

Availability and Affordability 

Video blogging is mostly free. 

With faster computers and Internet connections , video 
blogging seems all set to be the next revolution in email 
marketing. After all, blogs have changed the written 
world, and vlogs are ready to change the way we com-
municate visually.◊  

By Shanti Anne Morais 
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Based on your current sales conver-
sion rate, what would a 5%, 10% or 
even a 20% or more increase in 
email click-through performance 
mean to the bottom-line of your 
Internet sales program? 

A Texas-based company, EmailFilm 
Technologies has created what it 
says is breakthrough technology for 
the e-marketing sector, claiming 
that it substantially increases email-
marketing program response rates 
(click-through performance). 

EmailFilm’s patent-pending technol-
ogy actually compresses the file size 
of standard video that they use for 
production, and allows for 100% 
HTML compatibility. This enables 
full-content video to be played 
within email marketing messages.  

According to the company, prior to 
its technology, a full-content video 
could not be HTML compatible, and 
neither could it be played within the 
actual email marketing message 
mainly because of the very large file 
size of the video. EmailFilm solved 
this problem through what it de-
scribes as ‘a significant break-
through in HTML Compression Tech-
nology. This technology converts the 
standard video that is used for pro-
ductions into 100% HTML compati-
ble video.  It is not a GIF, Flash or 
streaming video – but plays immedi-
ately once the email is opened. 
Therefore, no additional software 
upgrades/downloads or Internet 
link selections are required for the 
video to play. 

 

Other key points of EmaiFilm’s tech-
nology are: 

• Provides High Definition (HD) 
video color, clarity and contrast. 

• Can deliver a full 800w x 440h 
pixel image. 

• Loads instantly and runs auto-
matically. 

• Hosted from an outside source 
and does not affect the original 
email template file size. 

• Normally programmed for a ten 
to twenty second video message. 

• No limitations on video running 
time (video length). 

• Video is programmed to run in a 
continuous loop. 

• Works with both Broadband and 
Dial-up connections. 

• Increased deliverability of the 
video message is guaranteed due 
to HTML compatibility. 

The company notes that the imme-
diate benefits of its technology into 
an e-marketing program  include: 

• The optimization of an email 
message’s impact. 

• The provision of a visually bond-
ing reason for “take action” re-
sponsiveness. 

• The generation of higher email-
marketing click-through perform-
ance. 

• The ability to drive increased 
website visitor traffic from desig-
nated email links. 

• The ability of increasing email-
marketing and Internet sales pro-
gram R.O.I. 

• Enables new and fresh email ad-
vertising ideas and creativity. 

• Is easily integrated into existing 
or new email-marketing advertis-
ing templates. 

 

According to the company, their new 
technology helps companies pro-
duce a more stimulating visual mes-
sage to increase the level of email 
click-through (lift) performance, 
which will therefore lead to in-
creased Internet sales revenue and 
greater ROI from email marketing 
programs.  

EmailFilm Technologies is targeting 
its service at interactive media 
agencies, full-service advertising 
agencies, email-marketing firms and 
corporate marketing departments.◊ 

By Shanti Anne Morais 
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Microsoft’s Windows Live OneCare has 
been designed to be an all-in-one and 
always-on PC protection service. 
Equipped with anti-virus and anti-
spyware scanners as well as integrated 
anti-phishing technology, its goal is to 
defend your computer from any harm. As 

an extra, it regularly conducts de-fragmentation of your 
hard disk and removes any unnecessary files that can 
clog your computer and scrutinizes your PC around the 
clock for necessary updates, running continuously in 
the background. In addition, it also performs manual 
scans of files and folders for viruses on demand and 
even scans attachments you receive via Windows Live 
Messenger or MSN Messenger. It includes the option 
of regular backs ups of your files and settings to any of 
your favorite data-storage devices. All-in-all, it seems to 
be the perfect tool.  

To use Microsoft’s description: “It is always vigilant 
against threats but never in the way, acting automati-
cally when new viruses or other threats appear due to 
always updated security features.” Well, it seems like a 
dream come true, but don’t count your chickens before 
they are hatched. 

Two weeks ago, Microsoft had to admit a bug in their 
security product which caused users' e-mails to vanish 
from Outlook and Outlook Express. Of course, it was 
announced that the flaw would be patched soon, but 
considering that the OneCare bug reportedly had been 
spotted more than a month earlier, Microsoft didn’t 
score high marks with their trouble-shooting approach.  

In the meantime, the data of Outlook and Outlook Ex-
press of some users seemed to be pulling disappearing 
tricks after performing a malware scan.  So far, there is 
no big news about a solution, but in an online forum, it 
was mentioned that the same problem had already 
plagued an earlier version of OneCare nine months 
ago.  

At least, Microsoft owned up to the bug, explaining that 
if OneCare's antivirus scanner detects malicious codes 
in an e-mailed file attachment, it may quarantine Out-
look's or Outlook Express' data file, making it appear 
that all the messages have been deleted, The company 
also provided some useful support . Users who need to 
recover a quarantined data file should:  

• Close Outlook or Outlook Express. 
• Click "Change OneCare Settings" in the OneCare 

main screen. 
• Click on the "Viruses & Spyware" tab. 
• Click on the "Quarantine" button and then select 

the .pst or .dbx file. 
• Click "Restore." 
 

And to prevent OneCare from quarantining the data file 
till a better solution is found, Microsoft recommends 
that users exclude the .pst or .dbx files from scanning.  

• Click "Change OneCare Setting" in the main OneCare 
screen. 

• Click the "Viruses & Spyware" tab. 
• Click on the "Exclusions" button. 
• Click on the "Add folder" button.Navigate to the 

folder containing the .pst or .dbx to be excluded, and 
then click "OK." 

 

According to Microsoft, the bug affects Outlook 97 and 
2000, as well as Outlook Express running on Windows 
XP and therefore it’s no surprise that it was rated as 
the lease effective antivirus protector out of 17 pro-
grams on the AV Comparatives Website. 

Nevertheless, with around 450 million installations on 
desktops, Microsoft Outlook is without doubts the most 
commonly used email application in the world. But that 
doesn’t mean that it's the most popular one. Many us-
ers do feel that the company’s products/software 
seem to be more vulnerable to viruses and worms than 
other programs. However, this is of course very likely 
due to the fact that Microsoft has according to a US 
market research firm, with 99.98 %, secured the lion’s 
share in the consumer sector. In addition, it also has 
the email software market fully under control. It has to 
be noted however, that there are in fact other compa-
nies and solutions around such as Novell with Group-
Wise which is said to be easier to use, cheaper, more 
secure, and even seems to works better with older sys-
tems than Exchange. Well, Microsoft’s always been 
great at marketing and familiarity does push one fur-
ther in the popularity stakes. With Microsoft’s monop-
oly and stranglehold in the marketplace, they don’t 
need to worry  - at least for some time to come.◊ 

By Daniela La Marca 
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Singapore’s long-awaited anti-spam 
bill which was first mooted in 2004 
as a multi-pronged effort to combat 
spam was introduced in parliament 
in February 2007.  Under the pro-
posed bill, marketers have to clearly 
label their messages as advertise-
ments, include valid contact details 
as well as have an obvious opt-out 
option, and remove any un-
subscribers from their lists within 
10 working days, or risk facing dam-
ages of S$25 for each message, 
capped at S$1 million. 

With the proposed law soon to be-
come a reality, the e-marketing bar 
in Singapore is now being raised to 
a higher level for everyone. There-
fore, all e-marketers have to be 
even more aware of how they are 
marketing their communications, 
and learn how to cut through the 
clutter. It is important to not look at 
the impending new legislation nega-
tively. Rather,  know and under-
stand the proposed law well and 
instead of thinking of it as a hin-
drance, let your creative juices flow 
and be more innovative.  

Asian eMarketing caught up with 
Edward Lim, country manager of 
Symantec Singapore, which was 
involved in the consultation process 
for the new charter, to get his views 
on the proposed anti-spam act, and 
hear his thoughts on spam and leg-
islation. 

Do you think spam (both email and 
mobile) is a big problem in Singa-
pore? In what way? Do you think 
spam is a multi-faceted and com-
plex issue? 

Spam is usually defined as junk or 
unsolicited email sent by a third 
party. While it is certainly an annoy-
ance to end users and administra-
tors, spam is also a serious security 

concern as it can be used to deliver 
Trojans, viruses, and phishing at-
tempts. It can also be sent in suffi-
cient quantities to cause denial of 
service conditions.  

As per the Internet Security Threat 
Report, Vol. 10, spam made up 54% 
of all monitored email traffic for the 
period January - June 2006. It’s a 
significant increase of 50% from the 
previous 6 months. It means 1 in 
every 2 emails a consumer gets, is 
spam.  

We don’t have any specific statistics 
for Singapore yet but whenever I tell 
people I work with Symantec, they 
always complain about the volume 
of spam. The most common type of 
spam detected in the first six 
months of 2006 was related to 
health services and products. 

Spam is a complex, multi-faceted 
issue and there is no “magic bullet” 
solution. Spam has, and will con-
tinue to present security risks to 
users and their systems, potentially 
acting as a medium for threats rang-
ing from spyware to phishing at-
tacks to traditional viruses and 
worms.  
 

How is spam and spam techniques 
evolving? Can you talk about new 
spam techniques and what Syman-
tec thinks of these?  

Every month we see new spam tech-
niques evolving. Symantec releases 
a monthly Spam Report that high-
lights new spam techniques. 

Some techniques recently reported 
include:  

Casino & Image Spam Goes Global 

Until recently almost all casino 
spam was in English.  

However, the month of February 
2007 saw a recent surge of casino 
spam where single attacks were 
localized to several different lan-
guages including German, Italian 
and French. Likewise there has 
been a steady increase in image 
spam for multiple non-English lan-
guages. Although not new, these 
attacks demonstrate a growing lo-
calization of spam. Nevertheless. 
these spam messages are usually 
detected by most anti-spam tech-
nologies. 

Spim 

There is a relatively new annoyance 
called "spim" that seems to be pop-
ping up on our screens more fre-
quently. Spim is the equivalent of 
spam (unsolicited email, usually 
selling snake oil) that is delivered 
over instant messaging clients. The 
service is based strictly on social 
engineering.  

Slanted & Warped Text 

This approach is not much different 
than previous techniques, however 
rather than making changes to indi-
vidual characters within the text of 
the image, all of the text is slanted 
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Yes, for the first time, volume 10 of 
the Internet Security Threat Report 
assessed the percentage of spam 
messages containing malicious 
code. This was because we noticed 
an increase in the spread of mali-
cious code via spam.  

To gauge how harmful spam is, we 
detected that in the first six months 
of 2006, 0.81% of spam email con-
tained malicious code. This means 
that one out of every 122 spam 
messages contained malicious 
code. 

 

Who do you think benefits the most 
from the proposed spam bill? What 
does the proposed bill mean for 
businesses in Singapore? 

The passing of the Spam Control Bill 
will help curb the problem to some 
extent for consumers. For busi-
nesses, spam management is a 
drain on resources and this bill will 
benefit them to some degree.   

At the same time, you’re only as 
strong as your weakest link. These 
spammers are likely to migrate their 
spam-sending centers to other 
“softer” locations or acquire and 
use bots* for spamming.  

According to Symantec’s Internet 
Security Threat Report Volume 10, 
86% of attacks were targeted at 
home users and they’re usually the 
weakest link. As such, it ultimately 
boils down to each individual taking 
personal responsibility for educating 
and protecting themselves against 
spam. 

* A bot, short for “robot,” is a com-
puter program that is covertly in-
stalled on a targeted system. It al-
lows an unauthorized user to re-
motely control that computer for a 
wide variety of purposes. 
 

How do you think the proposed bill 
will affect e-marketers in Singapore 
in general? What advice can you 
give to e-marketers in Singapore? 

Symantec has noted a shift in spam 
being used as a product marketing 
tool to being used as an attack vec-
tor for phishing and delivering Tro-
jans, Spyware and Adware, where 
the motives are usually profit-
oriented. Our Internet Security 
Threat Report Volume 10 reported 
that spam made up to 54 percent of 
all monitored e-mail traffic, up from 
50 percent in the previous period; in 
addition bots accounted for 22% of 
the top 50 malicious code reported, 
up slightly from 20% reported last 
period. 

E-marketers need to be careful to 
prevent computers from being 
“converted” into bots. Additional 
attention should be paid to protect 
Internet facing servers from being 
compromised and being converted 
to host malicious code and/or being 
used to attack other systems. Sy-
mantec recommends that e-
marketers should seriously look at 
implementing solutions to negate 
the threat of worms propagating 
through IM networks.  

With the proposed bill, consumers 
will be assured that their requests 
to be removed from e-marketers’ 
mailing lists have to be honored 
within 10 working days. Genuine 
and legitimate e-marketers should 
then ensure that they update their 
mailing lists and operations to meet 
these requests.  
 

With the proposed bill, do you think 
the ISPs will be given too much con-
trol? How can genuine e-marketers 
ensure they are not classified as 
spammers? How can legitimate 
communication remain unhindered 
by a ‘spam control regime’? 

at either an upward or a downward 
angle.  

This technique may decrease the 
detection capabilities of some anti-
spam technologies that are heavily 
reliant upon OCR (Optical Character 
Recognition) or edge detection. 

 
Image spam literally has a new an-
gle and is now combining slanted 
text along with other image spam 
obfuscation techniques. 

Sample Chinese Image Spam 

 

How will the proposed bill address 
the evolution of spam? 

One of the things we’ve highlighted 
in our recommendations to IDA in 
October 2005 is that this bill needs 
to be reviewed regularly to keep up 
with the latest spam techniques and 
technologies.  
 

Symantec has recently started as-
sessing the percentage of spam 
messages that contain malicious 
code. Why? 
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Responsible ISPs who deploy the 
more sophisticated anti-spam tech-
nology would be able to distinguish 
between legitimate communication 
and spam, as the latest anti-spam 
technology identifies spam through 
various heuristic methodolo-
gies. Intelligent filtering efforts using 
certain explicit "markers" (for exam-
ple, under the Bill, genuine e-
marketers are required to indicate 
their intent to send out mass, unso-
licited electronic messages by put-
ting an "<ADV>" in the front of 
the Subject line, as well as provide 
their real address and include a 
working option for recipients to opt-
out of these e-marketers' mailing 
list) and against known originators 
of spam, would further help ISPs in 
their "traffic-shaping" operations. 

Such efforts on the part of the ISPs 
would ensure that legitimate com-
m u n i c a t i o n  r e m a i n  u n h i n -
dered. Ultimately, we must never 
forget that spam is more than just 
an annoyance, but also a conduit 
for carrying security threats such as 
viruses, trojans, phishing at-
tempts, etc. - it is only by working 
together through such efforts that 
we can achieve ever greater confi-
dence in a connected world such as 
ours. 
 

Since spam typically originates from 
other countries, how will this pro-
posed bill be effective?  

Spam is a global problem. The 
Spam Control Bill, like similar legis-
lations in other countries, would by 
nature have its limitations as it’s 
only a localized solution for a prob-
lem that’s global in nature. For ex-
ample, this legislation and its penal-
ties would not be able to reach (and 
punish) a malicious spammer that is 
located just outside of Singapore.  

This bill however acts as a key cor-
nerstone for a holistic approach and 
sets the tone for Singapore's overall 
attitude towards this sort of unde-
sired activity. It’s also a key compo-
nent for a multi-pronged (and larger) 
solution.   

Symantec supports this bill 
and looks forward to being a trusted 
advisor to Singapore as it plays its 
part in the fight against spam. Our 
mission at the end of the day is 
to enable confidence in a connected 
world.  
 

What does Symantec think is a 
multi-pronged approach to spam? 

To enable this legislation to achieve 
its full-intended effect, there needs 
to be courses of action that run si-
multaneously: 

1.The Singapore government needs 
to significantly boost enforcement 
resources and capabilities within 
Singapore; 

2.Singapore needs to be part of an 
international co-operation frame-
work along with other national 
governments to help promote 
greater cross-border enforcement 
and judicial actions; 

3.More anti-spam technology meas-
ures need to be put in place, not 
only at the ISP level but also in 
governments, enterprises and 
home environments 

4.The government in partnership 
with the industry need to build 
greater public awareness and pro-
vide more education on the cur-
rent problems, issues and techno-
logical solutions related to spam. 

We believe that, only through em-
p l o y i n g  s u c h  a n  i n t e -
grated approach would there be an 
effective check on the growth of 
spamming activities.  Thankfully, 
from what we understand, this is 
the same approach that has been 
taken by the Singapore govern-
ment.◊ 

By Shanti Anne Morais 
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With this definition a step forward 
has been taken compared to earlier 
days.  Still in 1996, when the first 
complaints from the areas of Internet 
and email reached the courts, the 
judges lacked not only in special laws and appropriate 
juridical literature related to the new technology, but 
elementary knowledge on the whole matter. While dur-
ing these early years there have been often some ques-
tionable judgments, a relatively uniform administration 
of justice regarding the subject spam was soon devel-
oped. For sure, this was supported by already existing 
and detailed judgments for BTX-, fax, and phone adver-
tisements. 
 

To balance the liability among the spammer, the 
spammed and the intermediaries, criminal sanctions, 
civil remedies, and international harmonization are all 
constituents of the effective legal frameworks pre-
sented in the following 
 

European Union Directive on Privacy and Electronic 
Communications (2002): Pioneer of the opt-in mode 

As mentioned, the call for an obliging legal regulation 
of the problems around undesirable advertising emails 
has been loud and clear early in the administration of 
justice and juridical literature. European legislators 
needed till March 2003 for the first spam-specific law 
which was enacted in Belgium. It forbids the sending of 
spam without prior consent of the addressee, or unless 
that person has specifically chosen an "opt-in" system. 
It affected not only databases built after the law came 
into effect on 27 March 2003, but also those created 
before. At the time the law was adopted direct market-
ers were concerned with the problem of how to collect 
notices of consent from all the persons they had listed 
prior to that date. The United Kingdom and Germany 
followed by introducing such specific anti-spam regula-
tion in their national right as well as other EU member 
states, like so far Denmark, Austria, Italy, Portugal, 
Spain, Greece, the Netherlands, France, Poland, the 
Czech Republic, Sweden and Finland.  
 

The European Directive expects their 27 states to in-
corporate commercial e-mail rules in the provisions on 
privacy and telecommunications. With Directive 
2002/58/EC, the European Union has adopted an 
“opt-in” approach for commercial communications by 

Low costs and high benefits make e-mail marketing 
one of the most important instruments of the direct 
marketing industry. However, with the triumph of the 
medium, a rising number of abuse cases came along 
too. What began as a small nuisance is today a big and 
very expensive problem which endangers the availabil-
ity of this service. Commercial and other undesirable, 
unsolicited e-mails, briefly "spam", cost every single 
user time and in the case of society in general, the 
losses stand at many billions of dollars every year. To-
day’s daily spam amount has already crossed the num-
ber of desired emails by far and poses challenges for e-
mail recipients’ property rights, cyber-security, personal 
data protection, fair trade, and public morals.  
 

In dealing with this nuisance, some legal actions have 
been conducted during the past few years. The legal 
regulations, which are generally justified by balancing 
the interest between senders, service providers and 
Internet users, constrain unfortunately, the direct mar-
keting industry most. For e-mail marketers it becomes 
harder and harder to get an e-mail delivered and in 
addition, they always run the risk of being blemished 
and black-marked as spammers. 
 

So be informed and read clips about the countries 
were commercial spam has already become illegal, 
such as in the European Union, the United States, and 
a few countries of the Asia Pacific region. Even though 
the actual legal practices are still only a few, at least a 
kind of uniform definition of spam among govern-
ments, law enforcement, and academia can be ob-
served overall.  
 

The Mail Abuse Prevention System (MAPS) gives here a 
good common definition on when an electronic mes-
sage is considered as “spam” from a legal perspective, 
namely if:  

• the recipient's personal identity and context are 
irrelevant because the message is equally applicable to 
many other potential recipients; AND 
• the recipient has not verifiably granted deliberate, 
explicit, and still-revocable permission for it to be sent; 
AND 
the transmission and reception of the message ap-
pears to the recipient to give a disproportionate benefit 
to the sender. 

A  G L O B A L  V I E W  O N  A N T I - S P A M  L E G I S L A T I O N S   
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e-mail, which essential points towards having been 
agreed to by its members.  

A suitable conversion of the EU guideline was carried 
out, in the meantime, by all states, so that from now on 
a comparable legal situation in all member states can 
be expected. But let me give you some more detailed 
insights into the legislation of the opt-in pioneers. 
 

Article 13 of the European Union Directive on Privacy 
and Electronic Communications (2002/58/EC), titled 
“Unsolicited communications”, provides that their 
member states shall take appropriate measures to en-
sure that unsolicited communications for the purposes 
of direct marketing are not allowed either without the 
consent of the subscribers concerned or in respect of 
subscribers who do not wish to receive these communi-
cations, the choice between these options to be deter-
mined by national legislation. 

“The use of automated calling systems without human 
intervention (automatic calling machines), facsimile 
machines (fax) or electronic mail for the purposes of 
direct marketing may only be allowed in respect of sub-
scribers who have given their prior consent.” 

Article 13.3 explicitly limits the use of unsolicited com-
munications for purposes other than direct marketing. 
They are not allowed either without the consent of the 
subscribers concerned or in respect of subscribers who 
do not wish to receive these communications, the 
choice between these options to be determined by na-
tional legislation. This provision ensures the effective 
opt-out in cases where the users choose to interrupt 
the subscription after either opt-in or limited opt-out.  

The general requirements in sending commercial e-
mails are to ensure the real identity, and address of 
the sender. Article 13.4 of the Directive prohibits the 
“disguising or concealing the identity of the sender on 
whose behalf the communication is made, or without a 
valid address to which the recipient may send a re-
quest that such communications cease.”  

Article 13.5 of the Directive further provides that the 
subscriber in provision about the definition of unsolic-
ited communications and the limited opt-out provision 
shall apply to natural persons. But it requires the Mem-
ber States to sufficiently protect the legal interests of 
other subscribers.  

The Directive helps to establish a legislative model 
within the framework of the European Union. The opt-in 
approach has been adopted in most EU Member 

States, and is under consideration in 
some other countries.  

US CAN-SPAM Act:  

Pioneer for the opt-out mode 

According to the CAN-SPAM Act of 
2003 (Controlling the Assault of Non-
Solicited Pornography and Marketing Act), spam is le-
gitimate in the United States only if certain criteria are 
fulfilled, namely a truthful subject line; no false infor-
mation in the technical headers or sender address; 
"conspicuous" display of the postal address of the 
sender; and other minor requirements. If the spam fails 
to comply with any of these requirements, then it is 
illegal according to Section 4 CAN-SPAM Act.  

The United States CAN-SPAM Act defines a 
“commercial electronic message” as “any electronic 
mail message whereby the primary purpose of which is 
the commercial advertisement or promotion of a com-
mercial product or service (including content on an 
Internet website operated for a commercial purpose).” 
Under the Act, violations of the provisions above can 
result in fines and imprisonment of between one and 
five years depending on the seriousness of the viola-
tion and other factors. 

Deliberate spreading of computer viruses is illegal in 
the United States as anywhere elsewhere, too. Thus, 
some common behaviour of spammers is criminal re-
gardless of the legality of spamming per se. Even be-
fore the advent of laws specifically banning or regulat-
ing spamming, spammers were successfully prose-
cuted under computer fraud and abuse laws for hijack-
ing others' computers. But all in all, legislative efforts 
that claim to control the flow of spam have been 
proven ineffective or counterproductive so far. For ex-
ample, the CAN-SPAM Act of 2003 requires that each 
spammer provides all recipients with the right to "opt-
out". Ironically, responding to opt out requests is 
broadly considered unwise, as this confirms to the 
spammers that they have successfully accessed an 
active e-mail account. The opt-out provision has there-
fore two counterproductive effects: first, recipients who 
are aware of the potential risks of opting out will de-
cline to do so; second, the opt-out policy provides 
spammers with useful information on their targets.  

Another disadvantage of this approach is that it in-
creases the costs of processing information in distin-
guishing those useful from useless, wasting work time, 
human resources, and money.  
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of labels such as “A*D*V” and 
“A~D~V”, the Ordinance was revised 
in 2002 to exclude the irregular 
forms. The revision also requires an 
“ADLT” (adult) label if the e-mails are 
for adults. In June 2003,  Korean law 
requires in addition to “include the 
‘@’ (at) symbol in the title portion (right side) of any 
commercial e-mail address, in addition to the words 
‘Advertisement’ or ‘Adult Advertisement’ as applica-
ble.”  
 

Japan’s Law on Regulation of Transmission of Speci-
fied Electronic Mail of 2002 

Japan’s anti-spam law was passed in April 2002 and 
prohibits the sending of unsolicited commercial e-mails 
to individuals. As the only law text I found is in Japa-
nese, I can’t really comment on it, but as far as I know, 
it can basically be compared with the US CAN-SPAM 
Act.  Japan’s legislation requires the sender to provide 
correct headers of the e-mail and as the Section 5 (a) 
(1) of the US CAN-SPAM Act, Article 3 (3) and Article 5 
of Japan Specified Commercial Transactions Law for 
Appropriate Transmission of Specified E-mails 2002 
provides the similar requirement. Another important 
decree is the sender’s identity information in commer-
cial e-mails. The Section 5 (a) (5) of the US Act, and 
Article 3 (2) of the Japan law both make such provi-
sions. In order to avoid possible disputes and damages 
in the direct marketing through e-mail, effective tracing 
of senders is critical. 
 

Australia’s Spam Act 2003 

In Australia, the relevant legislation is the Spam Act 
2003, which came into effect on 10 April 2004. Under 
this law it is illegal to send, or cause to be sent, 
’unsolicited commercial electronic messages’ that 
have an Australian link. The Australian Communica-
tions Authority is the Commonwealth Government body 
that enforces the Spam Act. 

The Australia Act on Unsolicited Electronic Information 
2003 applies to “commercial electronic message,” 
unless it is exempted. Section 5 of Australia Spam Act 
2003 defines the purpose of the Act to regulate com-
mercial electronic message including e-mail, instant 
message, telephone, and similar messages. But voice 
calls are excluded: If a message is sent by way of a 
voice call made using a standard telephone service, 
the message is not an electronic message. 

Individual states have taken different steps to criminal-
ize the act of sending unsolicited commercial e-mail 
containing false, falsified or missing routing informa-
tion, or misrepresent or obscure the point of origin or 
routing information; the sale, distribution, and posses-
sion with intent to sell software that is designed to fal-
sify routing information; and unsolicited commercial e-
mail using a third party’s Internet address or domain 
name without permission. Some states require that the 
unsolicited commercial e-mail must include the 
sender’s name, street address, and e-mail address, 
along with opt-out instructions.  

Furthermore, many states in the United States require 
a label in the subject line of an e-mail that will alert re-
cipients that the message is an advertisement. This 
includes two modes:  

Unsolicited sexually explicit messages must contain a 
label of “ADV: ADULT”, “ADV: ADLT”, “ADULT ADVER-
TISEMENT”, “ADV: ADULT ADVERTISEMENT” at the be-
ginning of the subject line; Unsolicited commercial e-
mail messages must contain a label of “ADV:” or 
“ADVERTISEMENT”. False, deceptive, or misleading 
subject lines are outlawed.  
 

The Asia Pacific Region 

Some governments in the Asia Pacific region have al-
ready adopted anti-spam laws as well. And it’s no sur-
prise that we see the technological developed Asian 
countries - like South Korea, Japan, and Australia - 
making the first steps to ban the nuisance. China fol-
lowed and Singapore will do it soon, both countries 
having most probably more in mind to stop or to pre-
vent becoming a “safe haven” for spammers. 
 

Korean Presidential Decree of 2001 

Korea outlaws unsolicited e-mail, telephone, facsimile, 
or other media prescribed by the Presidential Decree. 
The term “other media” is obviously used to cover short 
message service (SMS) and other electronic communi-
cations services. At the same time, Korea also speci-
fies those messages sent to recipients in violation of 
law as spam. The Korea Act on Promotion of Informa-
tion and Communication and Communications Network 
Utilization and Information Protection of 2001 defines 
unsolicited messages to advertisement information for 
the purpose of earning profit or commercial advertise-
ment.  Article 11 of the Ordinance of the Ministry of 
Information and Communication of the Act requires an 
“ADV” label. But in order to prohibit the irregular forms 
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the providing of email services. For 
example, email service providers are 
asked to strengthen the protection of 
their email servers to avoid their 
fraudulent utilization by spammers.  

Also, to make it easier to find the evi-
dence of spamming, ESPs are asked 
to log the email related behavior of their users. ESPs 
are also asked to accept users’ complaint reporting. 
Users who received spam are also encouraged to re-
port to the Spam Reporting Center run by the Internet 
Society of China. 
 

Singapore’s Spam Control Bill (2007) 

The city state still hasn’t adopted its anti-spam law, but 
nevertheless I want to present it briefly as Singapore’s 
proposed “Spam Control Bill” will affect a major part of 
our readers. The Infocomm Development Authority of 
Singapore (IDA) proposed a set of regulations to limit 
unsolicited commercial e-mail, based on the "opt out" 
method, which contains the rules that:  

• All electronic spam has to be clearly labelled as 
"advertisement" (existing laws already prohibit porno-
graphic spam and e-mail scams). 

• Contact details have to be given so a person can un-
subscribe 

• Once a person unsubscribes, the spam sender has 
10 days to remove him from the mailing list or face 
legal action. 

The Singapore government expects that the opt-out 
approach will reduce unsolicited commercial e-mail 
without hampering legitimate online marketing activi-
ties.  

The presented regulations apply always only to all 
spam originating from the appropriate country. So let’s 
see what the future will bring. Taking into consideration 
that according to analysts, business-to-business (B2B) 
e-commerce will gain momentum In Asian and Euro-
pean nations, in the coming years, we can expect a lot 
of activities.◊ 

By Daniela La Marca 

Click here to return to the contents page 

Accessing privately owned computer resources without 
the owner's permission is illegal under computer crime 
statutes there as well as in most other countries.  
 

China Management Measures on Internet E-mail Ser-
vices 2005 

On 20 February 2006 the Chinese Ministry of Informa-
tion Industry (MII) of P. R. China adopted the 
“Regulations on Internet E-Mail Services”, which took 
effect on 30 March 2006. The legislation aims to regu-
late Internet email services and to protect end-users. 

According to the regulations, one should not send com-
mercial emails without prior consent from the recipi-
ents, which means that the “opt-in” principle is 
adopted. China requires the labelling of 
“advertisement” in front of the subject line for commer-
cial emails - either the word “Advertisement” in Chi-
nese or the abbreviation “AD” in English. The sender of 
commercial email should also provide valid contact 
information for the recipients to unsubscribe. It’s pro-
hibited to get others’ email addresses by harvesting, 
selling or sharing harvested addresses. In addition, 
online fraudulent activities and misuse of computer 
resources, such as spreading viruses, are considered 
criminal violations according to other Chinese laws, 
and can be punished with more severe penalties, such 
as detention.  

In China, the regulation and punishment of spam are 
realized through administrative liability. Article 24 of 
the Law provides that sending unsolicited e-mail, send-
ing e-mail with false headers and labelling, or sending 
e-mails to recipient who opt-in previously but opt-out 
subsequently, should be corrected under the order of 
Ministry of Information Industry or Bureau of Communi-
cations Management, and imposed with a fine no more 
than 10,000 RBM Yuan (about 1,000 euros); those 
who obtained illegal income, should be imposed with a 
fine of no more than 30,000 RMB Yuan (about 3,000 
euros). The provision of China Management Measures 
on Internet E-mail Services 2005 is wide enough to 
cover all kinds of e-mail messages, but the mobile mes-
sage is excluded. Differently from other national anti-
spam laws, the Chinese regulation does not only regu-
late the sending of email messages, but also regulates 
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professionals, it is sometimes too complicated. 

Tip 17: Find out, what the recipients of your mailings like 
about them and what keeps them from unsubscribing. 

Tip 18: If you start receiving many complaints from an unso-
licited distribution list, you can assume that your content is 
generating dislike. It is therefore recommendable, that you 
contact some of them in advance via phone in order to get a 
feeling for their interests and likes. 

Tip 19: Send a mail, in which you invite your target group to 
sign up for your service. Individuals that do not respond will 
then receive follow up mails which elaborate on the advan-
tage of your services until he/she signs up. 

Tip 20: Get the ok to be contacted directly verbally whenever 
you hand-out your business card. 

Tip 21: Send a confirmation e-mail right away. 

Tip22: Make your e-mail newsletter so interesting, that the 
recipient views it as a free value added service. 

Tip 23: Prepare a welcome e-mail for new subscribers and 
elaborate on the advantages of your newsletter service. 

Tip 24: Successful e-mail marketing can be measured by the 
ratio of new subscriptions versus unsubscribers. 

Tip 25: Get used to the fact that with e-mail marketing the 
customer takes over the control. Every unsubscriber is a loss 
for you. 

Tip 26: Clearly state, for what the E-mail addresses will be 
used, otherwise you can expect that these will be canceled, 
and negative comments will pop up in opinion groups or 
blogs. 

Tip 27: Describe in clearly understandable text, what the 
subscriber can expect by subscribing to your newsletter. 

Tip 28: Only interested parties, who have explicitly requested 
so, should receive advertising. 

Tip 29: Addresses should only be used for the agreed upon 
purposes. 

Tip 30: Recipients of the letter can easily delete themselves 
from the distribution list. 

Tip 31: Every message contains a reference to the possibility 
to unsubscribe. 

Tip 1: Don’t ever send advertisements via E-mail without 
having asked the receiver in advance. 

Tip 2: Even when contacting business addresses, advance 
consent should be obtained 

Tip 3: In the end, the mail receiver decides if he or she con-
siders whether your mailed information is of value. Why not 
simply ask how the information is being received? 

Tip 4: Simply send a confirmation after entering the E-mail 
address. This way you meet the legal requirements of some 
countries with regards to the protocol of sending informa-
tion. 

Tip 5: Inform clearly beforehand to your recipients’ exactly 
what his or her e-mail address is used for. 

Tip 6: Do not let visitors to your home page leave without 
offering that you send them additional information. 

Tip 7: Besides the e-mail address, do not require mandatory 
information fields in registration forms. 

Tip 8: If you want more than the e-mail address from the 
user, please let him/her know, what he gains by giving this 
additional information. 

Tip 9: Give a convincing reason, why somebody should want 
to sign up for your newsletter. 

Tip 10: Whether an e-mail is read by the recipient depends 
primarily on the sender’s address and secondarily on the 
title of the message. 

Tip 11: E-mail marketing with new contact addresses and 
without consent does not work and risks leaving burnt soil 
behind. 

Tip 12: Opt-out is a risky business. 

Tip 13: You should only use single opt in if your software is 
not capable of confirming the opt-in via automatic e-mail 
response. 

Tip 14: Confirmed opt-ins can be most comfortably handled 
and builds the basis for a trusted and long lasting relation-
ship. 

Tip 15: With every registration, keep a record of the time and 
date as well as the IP-address, so that you are covered in 
case of disputes. 

Tip 16: Double opt-in is the safest method, yet for non-
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Email and permission marketing guru, Dr. Torsten Schwarz, came up with this insightful list of tips almost 5 years 
ago. It’s a great barometer to see how a country like Germany, currently one of the most advanced in this arena, 
has dealt with these hot issues, and how they are still ever-green and relevant to the whole industry, especially to 
those of us who are practicing email marketing in Asia, and who want to progress in this field as well gain high, 
positive, visible results. With these tips, we can only continue to grow by leaps and bounds.  

The 177 Tips are as follows: 
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mailing list by the high response rate, but by the low unsub-
scribe rare. 

Tip 51: Never interrupt an efficient registration process by 
asking for technical questions like in what format the recipi-
ent wants to receive his mail. 

Tip 52: At the beginning of your HTML-mail, place a picture 
link which contains the information on how to switch to off-
line HTML. 

Tip 53: At he beginning of your HTML-mail place a comment 
line in which it is explained how to switch to text format. 

Tip 54: If the majority of your customers are private users, 
use offline HTML, otherwise use normal HTML. 

Tip 55: If you are sending offline HTML, send smaller pic-
tures and limit the download size to 80KB or below. 

Tip 57: Being personable in the mail is more than a rule of 
politeness. 

Tip 58: Say in the first sentence of your mailer exactly what 
the reader stands to gain by reading on. 

Tip 59: The P.S. feature has a low effect in e-mails and actu-
ally is distracting. 

Tip 60: Propose the forwarding of the mail to others. 

Tip 61: The inclusion of a hyperlink to your masthead/
nameplate is a must. 

Tip 62: Offer a direct hyperlink for the maintenance of per-
sonal data. 

Tip 63: The unsubscribe option fits best at the end of the 
mail and should never be at the beginning. 

Tip 64: The sender is the company and not an individual. 

Tip 65: In the title line, avoid using marketing slogans. 

Tip 66: Test your mailings. Send a test mail before the main 
blast takes place. 

Tip 67: An e-mail newsletter in a broad sense is any kind of 
regular message sent via e-mail, which is relevant enough, 
that it is not unsubscribed. 

Tip 68: In a newsletter, the information to be conveyed 
should be short and to the point. 

Tip 69: Your e-mail only captures attention because you have 
built up a reputation of conveying useful information. 

Tip 70: At the beginning of the newsletter there should be a 
short editorial with a personal greeting and a short message 
from the editor. 

Tip 71: The content consists of a title, a small picture, and a 
five line text with a hyperlink to the details of the message. 

Tip 72: Do not only place a hyperlink to the word “more” at 
the end, but also to the picture and title. 

Tip 32: Addresses are not distributed without explicit con-
sent. 

Tip 33: The handling of confidential data is outlined in a con-
fidentiality guideline. 

Tip 34: Do not let qualified targeted members leave your 
home page without getting them to leave their e-mail ad-
dress. 

Tip 35: Do not hide hyperlinks somewhere in your newsletter 
but make them plainly recognizable to the user. 

Tip 36: Explain to a good friend in one sentence, why readers 
want to subscribe to your newsletter. Record this sentence. 
This sentence belongs next to the registry page, instead of 
any kind of sales slogan. 

Tip 37: Clearly state a guarantee next to the registration 
form that the subscriber can unsubscribe at any time. 

Tip 38: Point out clearly next to the registration form, that 
the data will not be shared with third parties. 

Tip 39: Convey the feeling of security that the subscription 
process was successful: Send a friendly HTML confirmation, 
and a professionally sounding welcome message.  

Tip 40: Build trust by offering the possibility of unsubscribing 
in every mailing. 

Tip 41: Keep your mailing list conveniently up to date, by 
offering automated unsubscribe capabilities. 

Tip 42: Also make it possible for the user to unsubscribe if 
he uses mail forwarding and does not recall with which e-
mail address he originally subscribed. 

Tip 43: Offer a simple unsubscribe method that can be done 
with a few clicks and does not require the entry of additional 
text. 

Tip 44: Offer a coded hyperlink which directly sends the 
user/unsubscriber to his personal profile page. In case of 
sensitive data, provide a personalized password. 

Tip 45: Avoid access to personal profile data without pass-
word protection. Sensitive data should be accessible only 
with a password and not just with the entering of an e-mail 
address. 

Tip 46: Inform the subscriber of his right of objection, when it 
comes to mailing advertising.  

Tip 47: Constantly monitor the ratio of new subscriptions in 
relation to unsubscriptions as a barometer of your customer 
relations. 

Tip 48: Monitor for which target groups the unsubscribe rate 
is over proportionally high. 

Tip 49: Concentrate on your most valuable customers when 
trying to minimize the unsubscribe rate.  

Tip 50: Do not measure your success rate from your own 
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friends. These are the ones that bring you the most new cus-
tomers. 

Tip 94: Use e-mail marketing in order to measure your direct 
marketing success precisely instead of running time con-
suming manual lists. 

Tip 95: Measure the number of new subscriptions and track 
the averages in order to determine trends.  

Tip 96: Find out, which are the most important effect factors 
which make the new subscriptions go up or down. 

Tip 97: Track which is the preferred time for new subscrip-
tions 

Tip 98: Track if new subscriptions come in predominantly 
during the week or on the weekend. 

Tip 99: Track how many of your subscribers use their per-
sonal e-mail address, and how many use their professional 
e-mail address. 

Tip 100: The measured download rate is lower than the ac-
tual reader rate, as many view the information offline or in 
text form. 

Tip 101: Track the download rate in order to gauge the ac-
ceptance of the mailings. 

Tip 102: Track the click rate in order to see which subjects 
are relevant to the reader. 

Tip 103: Track the hidden follow-up costs of your mailings. 
“Hand written” e-mail answers can substantially increase the 
actual cost of a mailing. 

Tip 104: Track the value-add through forwarding references 
and gain new customers for free. 

Tip 105: Do not only measure the click rate and the 
download rate, but also calculate the click forecast in order 
to determine the perfect timing for your mailings. 

Tip 106: Track the click behavior based on target groups and 
time your mailings to best meet the requirements of your 
premium target group. 

Tip 107: Track which hyperlinks in which positions are 
clicked on and on which subjects most frequently.  

Tip 108: Do not only track which links were clicked the most, 
but also who clicked what. 

Tip 109: Measure, how much sales was generated by each 
campaign in order to evaluate the conversion rate and effi-
ciency of your e–mail marketing. 

Tip 110: Track how much turnover each hyperlink generates 
and focus on the products that generate the most overall 
turnover. 

Tip 111: Send a confirmation e-mail when somebody has 
ordered something, or checked or actively participated in 
something. 

Tip 73: Save energy on the graphic layout and focus on get-
ting the content across. 

Tip 74: Create transparency. Let the receiver know why he is 
receiving this mail. 

Tip 75: Especially with stand-alone mails, give the receiver 
an opportunity to unsubscribe. 

Tip 76: For stand-alone mails, the sender is the address 
owner and not the driver for the advertisement. 

Tip 77: The advertisement driver should always request from 
the sending entity that they are portrayed as a ‘cooperation 
partner’. 

Tip 78: Make a special offer to readers which “normal” cus-
tomers would not receive. 

Tip 79: Based on a current event, make the recipient under-
stand why he is receiving this mailing exactly at this point in 
time. 

Tip 80: Do not use too many pictures, because it increases 
the amount of data unnecessarily. 

Tip 81: At the same time, use pictures to visualize your point 
and make the content lore easily understandable. 

Tip 82: Integrate forms to be filled out directly into the mail 
in order to achieve response. 

Tip 83: You know what is relevant to your reader. Only this 
should be sent. Remember, it’s not quantity but quality that 
counts. 

Tip 84: Look for partners who can provide you with content. 

Tip 85: Regularly scan in the most diverse sources of infor-
mation. 

Tip 86: Make a checklist of relevant points or subjects, which 
you should go through before every mailing. 

Tip 87: Make your mailings event driven. If highly relevant 
information is available, send it out right away. 

Tip 88: Always send varying types of information and check 
which ones seem to be most relevant to the readers. 

Tip 89: Ask your receivers what mailing frequency they pre-
fer. 

Tip 90: Bring up something highly relevant in at least every 
third mailing otherwise your readers will become disinter-
ested.  

Tip 91: Find out, which hyperlinks were clicked by readers 
that have never before clicked on any of the hyperlinks. 
These are the most relevant subjects which will keep read-
ers, which are at most at risk of unsubscribing to stay on as 
a subscriber. 

Tip 92: Offer an option of forwarding the mail to friends. 

Tip 93: Observe which subjects are most forwarded to 

continues on Page 30 
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Tip 112: Set up a service through which the readers of your 
website can request to be informed of changes and updates. 

Tip 113: Send your customer the production status or ex-
pected delivery date of the product as soon as this informa-
tion is available. 

Tip 114: Save on costs and send your bills via e-mail. 

Tip 115: Remind your customers of important occurrences or 
events via e-mail. 

Tip 116: Reduce data entry errors. Offer your customers the 
possibility to maintain their own contact data. 

Tip 117: Save costs by letting the customer maintain his own 
contact data. 

Tip 118: Avoid data entry errors by instantly synchronizing 
the online data with the updates. 

Tip 119: Practice information self control: Let the customer 
decide which information he wants to share. 

Tip 120: Use e-mail dialogue in order to determine who will 
be your future best customers. 

Tip 121: Tell it also to the ones that do not know: Only peo-
ple that request the information provided will receive it. 

Tip 122: If somebody sent you a confirmation, immediate 
send an e-mail in return. 

Tip 123: Use the newsletter as a customer trend barometer: 
Observe precisely, how the unsubscribe trends develop and 
react immediately. 

Tip 124: Do not only ask for an e-mail address, but also ask 
the subscriber if he wants to be addressed by his real name. 
In addition offer some voluntary information fields. 

Tip 125: Point out, that all additional information beyond the 
E-Mail address is voluntary. 

Tip 126: Start playing around: Use a form editor to develop 
some questionnaires for your customers. 

Tip 127: Frequently send some quizzes or questionnaires to 
your customers and share the results in your next edition. 

Tip 128: Ask your receiver via Web-form, what he/she is in-
terested in. 

Tip 129: If you offer incentives for the provision of additional 
customer details, make sure the customer understands what 
he gains by providing accurate data. 

Tip 130: Make sure that everything works properly when 
sending out elaborate online questionnaires. If there is a 
technical glitch the first time, the frustrated customer tends 
to give wrong information the second time around. 

Tip 131: Build in pages, on which you only ask for the e-mail 
address. The additional data you can get at a later date. 

Tip 132: Develop a permission ladder, in which, after re-

questing the E-mail address, you successively ask for more 
and more information. 

Tip 133: Develop a “learning customer relationship”. Always 
offer the opportunity for dialogue in order to gain insights to 
customer interests. 

Tip 134: Personal data is sensitive. Always offer a hyperlink 
which is coded to the personal data. Access through only the 
e-mail address is not enough. 

Tip 135: Use every customer touch point for market analysis. 
With every contact, provide a check box to indicate, if the 
supplied information was relevant to the customer. 

Tip 136: Only request additional data when there is a per-
ceivable advantage for the user and ensure the offer is more 
tailor-made for him. 

Tip 137: Not only because of legal requirements of some 
countries: Only ask for information that you actually can use 
in order to improve your offering. 

Tip 138: The true costs of mailings via e-mail are not the 
sending costs, but the loss of permission to do so to any-
body. 

Tip 139: Select your target group well in order to keep the 
unsubscribe rate and your costs low. 

Tip 140: Find out, what your customer base is interested in 
and segment groups with similar interests. 

Tip 141: Use techniques for segmentation: do not send eve-
rything to everybody, but only what each group is interested 
in. 

Tip 142: Send personal messages, by automatically using 
data, which is in the data bank anyway (birthdays, first pur-
chase etc.) 

Tip 143: Send individual special mail to anybody that has 
clicked a hyperlink repeatedly. 

Tip 144: Build your own e-mail course in order to guide your 
customers individually towards your products. 

Tip 145: If you would like to appeal to the senses and want 
to really stand out positively from the masses, forget sending 
an e-mail. 

Tip 146: If you want to attractively convey a large amount of 
complex content to your customers, use print media. 

Tip 147: If you have a lot of complex content that the cus-
tomer is interested in, use e-mail. 

Tip 148: Develop e-mails which are so interesting to your 
target group, that you can be sure that they will forward 
them. 

Tip 149: If you want to inform customers quickly and without 
formalities about upcoming changes, e-mail is ideal. 

Tip 150: If you have current offers which can be personalized 
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for different target groups, use e-mail to distribute the infor-
mation. 

Tip 151: Form groups of recipients which handle e-mails 
similarly and closely observe any changes. 

Tip 152: Use the control instruments of E-mail in order to 
measure when download and click rates of specific user 
groups decline. 

Tip 153: Use specialized e-mail management solutions in 
order to keep control of the huge amount of incoming mails.    

Tip 154: Never buy cheap mailing lists from which you can 
expect that the addressees will be annoyed by being con-
tacted. 

Tip 155: Stand alone mails with the address owner as a 
sender have a higher success rate as the ones in which the 
selling partner is listed. 

Tip 156: There are only a few cases where the brand recog-
nition of a company is so high that you can risk putting its 
name into the sender address. 

Tip 157: Test your mailing list provider: if he does not permit 
you to list where you got the addresses from, he is not to be 
taken as a serious source. 

Tip 158: A serious mailing list provider will request that if the 
customer wants to unsubscribe, this information also goes 
directly to him. 

Tip 159: You can recognize a serious address provider by the 
fact that he will insist on being identified as the sender in-
stead of your own company name. 

Tip 160: Take advantage of online marketers or list brokers 
in order to combine various data sources to identify your 
target group. 

Tip 161: If you define your target group less by interest areas 
and more based on socio-demographic aspects, then provid-
ers from research groups and lifestyle product providers are 
more appropriate for you. 

Tip 162: If the addresses do not indicate what the reason to 
obtain them was, the subscription agreement is pre-
checked, and there is no field to unsubscribe in the mail, 
then in all fairness, do not expect high response rates from 
such addresses. 

Tip 163: If the recipient actively confirmed that he will be 
receiving information, and double opt in is certified, you can 
expect that the level of complaints will be close to zero. 

Tip 164: If the recipient actively and consciously confirmed 
that he will be receiving information, and double opt in is 
certified, you can expect that the level of complaints will be 
close to zero. 

Tip 165: Check with the list provider what his method was to 
get the people on the list to subscribe, and if they have the 
option to update their profile retroactively. 

Tip 166: The higher the reward for signing up to the list, the 
worse the quality of the addresses provided.  

Tip 167: The better the community data is maintained, the 
higher is the response. 

Tip 168: The more the purchase or response is subsidized, 
the higher the immediate results. But in turn, the recurring 
purchase level is lower, as the bargain hunters were 
reached. 

Tip 169: If you want to gauge the quality of the data of a 
mailing list provider, why not sign up yourself on his webpage 
in order to evaluate the process? 

Tip 170: Offer to pay only up to the amount you are willing to 
invest in each new customer. 

Tip 171: Just sign up yourself to the e-mails of your list sell-
ers. This is the best way to get a feeling on how strongly he 
takes into account the interests of the target groups or if he 
only does mass mailings, to which normally the response is 
very low. 

Tip 172: Have your mailing list provider consult you. Discuss 
the results with him openly so that he can also give input on 
other potential target groups. 

Tip 173: Evaluate your address provider by how he supports 
you with the selection and how accurate his response rate 
forecast is. 

Tip 174: Do not fall for the wrong statement that a purchase 
was due to incentive offers (by the list owner). Return cus-
tomers and frequent customers are hard get this way. 

Tip 175: If the response was mainly due to incentives, the 
high click rates are followed by a hang-over regarding the 
purchase rate. The higher the response when attained via 
incentives, the lower is the buy rate. 

Tip 176: Minimum purchase rate = Response Rate x Conver-
sion rate = Address price / Margin 

Tip 177: The more frequently the addresses of a list owner 
are provided with inappropriate advertising, the lower the 
general acceptance gets.◊ 

 

Source:  
Dr. Torsten Schwarz,  

DMMV-Praxishandbuch  
E-Mail-Marketing, 

177 Tipps fuer richtiges  
E-Mail-Marketing   

(Translation by Roger Stadler) 

From Page 30 — 177 Tips for proper E-Mail marketing 

Dr. Torsten Schwarz 



Page 32 T I P S  &  T R I C K S  

1. Opt-Out:Here the list owner informs people that they 
are on his list and makes clear that the only way 
they can get off the list is to take action by unsub-
scribing, or "opting out." Basically you're saying, 
"You're already on my list and if you don't want to be 
on my list then you'll have to tell me. Otherwise I'm 
going to keep emailing you."  

2. Opt-In: Unlike opt-out, people on opt-in lists have 
actively requested to be added to the list. They are 
hand-raisers. They have not only given you their 
email address, they have also given you explicit per-
mission to email them a certain type of message 
with a certain type of frequency.  

3. Double Opt-In:  

If a list is a double opt-in list, a message is auto-
matically sent to the person who has been signed 
up, asking again if he really wants to be added to 
the list. Without the second confirmation, the ad-
dress of the subscriber would be taken off the list 
and never be used. 

Some purists believe the only way you can be safe and 
sure that your list is really opt-in is to make it double 
opt-in. This is probably a good idea if you plan to rent 
your list (most lists on the rental market are double opt-
in) or if highly secure or confidential information will be 
sent. 

Otherwise, you can simply use the singular opt-in, but 
you should always be prepared for some complaints 
from people who will angrily email you saying that they 
never have signed up. Don’t worry! This is quite normal. 
Every opt-in e-mailer in the world gets these complaints 
occasionally. So you need a procedure in place to deal 
with them.  

This means you should take two steps:  

• Have a plan of action for the opt-in names you col-
lect. With their permission you might want to email 
them some sort of useful information at least every 
4-6 weeks.  Quarterly mailings are probably too far 
apart. 

• Always add a section to your messages that tells 
people how you got their email address and how 
they can unsubscribe. ◊ 

Click here to return to the contents page 

B A S I C S  E V E R Y  E - M A R K E T E R  S H O U L D  K N O W :   

For sure you are interested to know if you are al-
lowed to send just one unsolicited email in order to 
ask for permission to add a person to your list. In 
other words, you ask for permission to spam some-
one once, so that you can prevent him from spam in 
the future.  

As usual, it depends on legal regulations, the ISPs 
and branding concerns, but the answer is “probably 
not”. However, never say die!  
 

You can gather permission by using both online and 
offline media, such as:  

Direct Mail: Many companies have gathered opt-ins 
by using postal postcards, lotteries, or other direct 
mail packages to collect people’s data and ask them 
to be part of their email list.  Usually this method di-
rects recipients to a Web address where they can 
sign up.  

Broadcast Email: Be very sure the email list you use 
is either an opt-in list (or double-opt-in to be safest.) 
You better check the form that people opted-in on. If 
a list owner can't show you that, then don't rent the 
list. Another tip: If a list owner offers to sell you the 
list, that means the list is in your hands and goes out 
under your company name, it is most probably NOT 
an opt-in list.   

E-mail Newsletter Ads: Many marketers have had 
great success gathering qualified prospect opt-ins by 
advertising in email newsletters because newsletter 
lists are often more targeted than broadcast email 
lists. Be focused on a single strong offer as you won't 
have much space.     

Your own communications materials: Your opt-in of-
fer should be on almost every communication your 
company makes. This includes, every page of your 
Web site (consider making it part of your navigation 
bar), business cards, employee email signatures, 
space advertising in magazines, print materials, or-
der forms, etc. Remember how you had to add your 
URL to everything a few years ago, and simply do the 
same with your opt-in offer.◊ 

The best ways to gather permission  The three types of permission marketing 
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Dear Reader, 
 

This issue of Asian e-Marketing is devoted to e-mail marketing and the many stages it had to 
go through in the past few years. Once the "killer app" for being immediate, inexpensive and in-
your-face, it fell from grace due to spam and list abuses. But now, as response rates in other 
channels rise and fall, more marketers are returning to e-mail as the centerpiece of their digi-
tal marketing efforts, realizing that e-mail is not just a tool to support a campaign, but the digi-
tal backbone tying all other communication channels together. It has changed our business 
communication and will continue to do this in the future, with Vlogging and email films, being 
simply perfect to sell, promote, brand, inform, remind and create a buzz at a reasonable price. 
On the other hand we don’t want to conceal the downside of the medium and therefore pre-
sent detailed information on the current spam situation and resulting countermeasures and 
legislations. 

We’ve revamped our website! Introducing our fresher, more electrifying look...Re-designed with 
our readers specifically in mind, MediaBUZZ’s newly revamped website gives our subscribers 
greater power and flexibility when accessing our dynamic information, thereby enabling a 
much more rewarding online experience. Featuring a better archiving system, additional web 
stories, and much, much more, yet at the same time retaining the identity of our e-publications 
Asian eMarketing and Asian Channels, we know you will enjoy your visit and benefit from it. 
Ensure you REGISTER NOW to be part of our growing community and the BUZZ. 
 

Don’t miss our exciting line-up of events in 2007 which kicks off the power-packed Asian Chan-
nels Expert Forum: The Return of Partner Relationship Management (PRM)’ on June 14. Im-
prove your interaction and collaboration with your channel partners, as well as discover how to 
increase partner loyalty by setting course and journeying together with us to explore the excit-
ing realm of PRM. For more information and to get on board, please click here.   

For our whole event plan for 2007, click here: http://www.mediabuzz.com.sg/buzzevents/ 
 

Want to know more about monetizing data content? Don’t miss this year’s Mobile Content 
World Asia – Asia’s meeting place for Mobile Content World Leaders – which will be held at 
Singapore’s Suntec International Convention & Exhibition Center from the 20th-22nd March, 
2007. Find out more here: http://www.terrapinn.com/2007/mcw_sg/ 
 

April will see another exciting event, this time on the exciting world of digital convergence. Un-
earth the truth about ‘Convergence’ at Digital Convergence 2.0 which will be held from the 
16th-17th of April, 2007 in Singapore.  For more details, check out: http://www.availcorp.com/
english/events_list.php?eventsid=101 
 

Also check out Pacific Conferences’ 2 day workshop on “Measuring Marketing Effectiveness” It 
will be held from 24-25 May at Singapore’s Grand Plaza Park Hotel City Hall and from the 28-
29 May at the Regal Hong Kong by clicking on this link: http://www.conferences.com.sg/conf-
pm5.htm 
 

Finally, from June 26-27 rub shoulders with Asia’s digital marketers at Digerati Asia. 
Check out Page 14 of Asian eMarketing for more details or e-mail: enquiry@iqpc.com.sg for 
more information.  

 

See you again in June, 
 
 
 
 

Daniela La Marca 
Editor, Asian e-Marketing 
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